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ABSTRACT 
 
The purpose of this research on Local organization's involvement in the business operation and 
its influence in Tin Sau Bazaar – a cultural and sociological perspective is to investigate the 
background and shortcomings of Tin Sau Bazaar, the place image of this legal market place, the 
effect under the collaborative projects implemented by MaD, and the way forward of such kind 
of new places making in Hong Kong in future.    
 
Qualitative method is adopted to collect feelings and views of stakeholders about their 
perspectives towards Tin Sau Bazaar, events organized by MaD, and place branding in future. 
A total of 19 interviewees are successfully invited to take part in the in-depth interview. 
Through pre-designed open-ended questions, interviewees are asked to share on their 
background and knowledge about Tin Sau Bazaar before joining MaD events, experience 
during the events, comments and observations after completion of events regarding place 
making in Tin Sau Bazaar. They are invited to express ideas on how art, culture, public 
participation and other elements may help a place development.  
 
As mirrored in findings, the most relevant factors regarding Tin Sau Bazaar’s problems are 
hardware, layout design, Government and local support. MaD events may help improve the 
recognition and image of Tin Sau Bazaar but the influence is not long lasting. Partially because 
of the conflict of interests, interviewees’ opinions towards the Bazaar’s development go to 
various extremes. Although the Government’s intention of developing Tin Sau Bazaar is 
positive for the sake of residents in Tin Shui Wai, the top down and bureaucratic management 
may become an obstacle in place making. Yet, a total of freedom in management and lack of 
local support also does not work on the Bazaar in Hong Kong. 
 
In light of the research findings, recommendations are made for the Tung Wah Group of 
Hospitals and the Government to conduct a mid-term review of the Bazaar development. At the 
same time, tenants in Tin Sau Bazaar and local residents in Tin Shui Wai could act to make the 
place more attractive for the sake of economic benefit. They should also actively communicate 
with the management office and the Government to make their suggestions heard.  
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1. AIM 
 
Place branding and the effect of local organization events in a place are the major focuses of this 
research project. This capstone project will examine the place branding strategy of Tin Sau 
Bazaar (hereafter, “TSB” / “the Bazaar”), Tin Shui Wai in Hong Kong, and the influence of 
public participation through cultural and art activities initiated by a local community 
organization, Make a Difference (hereafter, “MaD”), in the Bazaar. This research project will 
introduce the background of TSB and the common public view towards this recent developed 
place. It will introduce the background of MaD and its collaborative projects implemented in 
TSB. Through the data collection, this project will examine the condition of TSB and 
stakeholders’ reaction before and after MaD’s events. The research findings under the effect of 
local organization events shall illustrate how the collaboration influenced TSB, and help 
identify potential way forward which is applicable to place making in Hong Kong in the future. 
 
2. BACKGROUND 
 
2.1 Tin Shui Wai and Tin Sau Bazaar 
 
In Hong Kong, Tin Shui Wai was a town city where is located in the northwestern district in the 
New Territories since the 1980s. Tin Shui Wai was infamous as a “city of sorrow” (SCMP, 
2007) with frequent news regarding poverty and family tragedies. Those problems were 
claimed to be related to its remote location and rare job opportunities.  
 
Some people started illegal hawker activities on the walkway along the Tin Shui Wai Nullah 
from 5:00 am to 9:00 am since some years ago that constituted a so-called “Dawn Market” – an 
illegal area of economic activities in Tin Shui Wai (LegCo; SCMP; Time Out Hong Kong, 
2012). Those hawkers occupied the space of walkway that affected the normal daily uses. The 
illegal economic activities created noise and environmental hygiene matters. Some residents 
and Yuen Long District Councilors also claimed that the increasing shopping malls in Tin Shui 
Wai had made daily expenses more unaffordable. People hoped for more shopping choices to 
keep down the prices of daily necessities (LegCo, 2013 (a)). Some residents proposed to 
develop a formal open bazaar. The Government addressed the problems of the illegal dawn 
market and accepted the proposal from the Tung Wah Group of Hospitals (hereafter, “TWGHs”) 
- a non-profit-making, Non-Governmental Organization (NGO), to develop a new place named 
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“Tung Wah Group of Hospitals Tin Sau Bazaar” in Tin Sau Road of Tin Shui Wai North as a 
temporary five-year scheme in February 2013 (TWGHs Tin Sau Bazaar, 2014) to replace the 
dawn market for legal economic activities. Under the Government's approval, TSB was 
managed by TWGHs. The Bazaar was designed with more than 200 stalls (SCMP, 2012(a)) and 
operated from 8:00 am to 8:00 pm every day, for selling goods and services. Applicants of 
organizations and individuals are eligible to apply for renting a stall to run a business. Priority 
was given to non-profit-making organizations and needy people with referrals by social 
workers. As proposed by the place policy, TSB should serve to enhance life quality of local 
residents by providing more shopping alternatives (TWGHs, 2012). Through this new place 
making, TSB also served as a place of new job creation and revitalization of district economy 
development, as well as a platform to help underprivileged people to build up self-sufficient 
capacity.  TWGHs kept monitoring the operation status in TSB and welcomed suggestions for 
place improvement (LegCo, 2013 (b), (c); TWGHs, 2013). 
 
2.2 Problems in Tin Sau Bazaar 
 
Yet, the Bazaar received a lot of negative responses from tenants and the members of the public 
(SCMP, 2012(b)). Tenants complaint that the customers’ flow was low (HYSYU, 2013) that 
could not help them to earn for a daily living.  Location was very far away from the town centre 
of Tin Shui Wai that could only attract residents from the neighbouring housing estates. 
Transportation is another problem. Only Light Rail and buses could access to TSB. There was 
no signage of direction at the public transportation to guide visitors for TSB.  The location of 
TSB itself was rounded by high rises of public housing estates that looked invisible. The layout 
design of TSB was a place without cover, i.e. people had to tolerate the weather effect. The 
design of infrastructure and ancillary facilities was poor (HKGovt News, 2013). The publicity 
of TSB was insufficient. Not only outside district citizens but also local residents of Tin Shui 
Wai did not know the place. On the other hand, tenants of TSB were generally lower level 
educated grassroots without idea in running a business. Some of them might sell goods at a 
cheaper market price but the products were not distinguishable in elsewhere.  In additional to 
TWGHs’ NGO mode of business operation without practical business experience of private 
sectors, people did not particularly visit this common place. Furthermore, the administrative 
management and application process usually raised arguments among tenants and the residents 
(Sina, 2013) that constituted angers and relation problems in the TSB. 
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2.3 Make a Difference (MaD) and its events in Tin Sau Bazaar 
 
With this regard, the local organization MaD (2015), which I agreed with its values as “new 
change maker”, decided to implement an experimental scheme in this Bazaar to make new 
changes in autumn 2014. MaD aimed to bring art into a place, and examine how art and culture 
response to a community. MaD invited some organizations, artists and volunteers to organize a 
Midsummer Autumn Night’s Fair, and a series of programmes including social intervention, 
community kitchen, locally produced KTVs for singing Karaoke, wooden sign and furniture 
workshop, planting workshop, Tin Shui Wai local tour, etc (China Daily Asia, 2014; MaD, 
2015). The self-designed wooden shop signs were sent to the Hong Kong Baptist University 
(hereafter, HKBU) and Taiwan for “Art as Social Interaction - Hong Kong / Taiwan Exchange" 
art and cultural exhibition (Mask9, 2015). Tenants were invited to attend the sharing session at 
the University. The Hong Kong Urban Laboratory also hosted an urban intervention workshop 
named Tin Shui Wai Topology, offering a chance of resources exchanges (Urban Lab, 2014). 
All of these site-inspired creative events aimed to bring art into the community and explore 
potential creativity and capacity inside and outside TSB. All people were welcome to join the 
events freely. Only MaD needed to contribute to the expenses of the events. The events 
received overwhelming responses from the public and tenants.  
 
TSB, located in an “ignored city”, is now regarded as a new community place in the whole Tin 
Shui Wai district where accommodates more than 270,000 residents in Yuen Long district. Tin 
Shui Wai is of significance with sufficient population representation in supporting this research 
study of place branding since it is an iconic place developed by the Government for local 
economic activities and leisure. The place making of TSB involves the support from the 
Government officials, tenants, district residents, people and organizations from the areas 
outside Tin Shui Wai that link to various interests which are worth of observation and 
exploration. All this factors constituted my research interest in place making strategy for this 
capstone project. 
 
 
3. RESEARCH QUESTIONS 
 
This project aims to examine on the policy aim and background of place making in TSB 
through the place management and layout design, and the factors of problems since its launch.   
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It further focuses on the reason of MaD’s implementation of event through art, cultural and 
social intervention. Focuses would be also made on the events’ outcome via analysis on data 
collection through in-depth interviews with different target interviewees by face to face or 
phone format.  
 
Finally, with reference to the interview case studies and the hidden conflict of interests among 
stakeholders, it shall explore on what MaD had learnt from this experimental scheme, and what 
lessons did those collaborative events offer as reference to similar kind of community economy 
development in Hong Kong in future. Management with “freedom” or “intervention” at a place 
as well as the way forward of a local place development would be discussed. 
 
 
4. LITERATURE REVIEW 
 
Globalization is the production of the local and the localization of the global. It is already in the 
local setting (Baker, 2000). With globalization effect, there are world intercity competitions. 
Each place wants to promote to upper urban hierarchy (Bassett, 2005). Cities are having the 
economic restructuring (Kong, 2007) since the manufacturing production was dropping and 
replaced by service industry and tourism (Oxon, 2013). The Asian financial crisis in 1997 
remarked an important change to a new economic environment in the world (Lui, 2008). Place 
branding is one of the tools to increase a city’s competitiveness. Place branding, also named as 
place marketing, is an intercity competition about changing places’ images. It is a marketing 
strategy for developing national or cultural identity of a place, differentiating a place from 
others (Blain et al, 2005) and advertising the local uniqueness. People generally opined that 
place branding is to make cities renowned (Anholt, 2010 (a)). Place making is something “more 
than building up a logo or a slogan” (Gover, 2009). Place branding involves marketing 
activities and Government intervention. There are some place branding strategies namely 
“recipes” (Lui, 2008) to be adopted by practitioners to change the place perception. The place 
should offer place’s memorial experience, namely “3Fs” - fantasies, feelings and fun- to the 
citizens and visitors. Through the historical, political, religious, cultural discourses, and local 
knowledge, the city develops the place identity as affected by the power struggles especially 
when “identity of place is not always a positive” (Kristof & Ming, 2011). Yet, the process of 
place branding is difficult since people have accepted a certain image of a place. 
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According to Govers & Go (2009), place marketing is to increase the locality and attractiveness 
which are all about the place revenue. Firstly, a city increases its attractiveness to foster the 
tourism industry to get more overseas income. Secondly, cities would expand the labour market 
thickness by education system and employment opportunities to attract more talents, i.e. 
agglomeration (Moretti, 2013; Oxon, 2013). The gathering of field competitors, clients, and 
firms could eventually increase more investment opportunities that stimulate the economic 
growth of a city. The advertising activities of place branding are those that uphold the 
development of a name, symbol, logo, written notes, drawing that indicate the locations’ 
differences. Those marketing events express an impressive visiting moment that is only related 
to place. They offer to summarize and enforce the gather of happy memories of the location 
visit. All of them are aim to develop a national image that affects clients’ wishes to visit the city 
(Go & Gover, 2010).  
 
In Place Brand (2014), place advertising can develop a unifying focus of a city, enhance the 
civic pride and advocacy. Place branding helps to construct respect, recognition and loyalty 
from the people to the city. It further assists in amending a place’s unbalanced or outdated 
image. The offer of unique local products and services can foster the local demand. The 
improved ideal destination status of a place would be increased that enhance the development. 
The increase attractiveness of a place naturally become more powerful to recruit, attract and 
retain talents, and attracts suitable types of business and investment. Place marketing can 
contribute to economic diversification, and help quicker recovery from economic crisis. 
Usually, it would be the Government departments, tourism board or association, or the place 
marketing groups or organizations, trade agencies, convention bureaux, ministries of external 
affairs and financial institutions to foster place marketing. The place provides products by 
various channels in events, tourism activities, interactive cultural events with the educational 
purposes and employment offers, and all constitutes an attractive environment for business.   
 
 
5. METHODOLOGY 
 
There are various research methods could be used in social science research, namely 
questionnaire survey, content analysis, ethnography, in-depth interview, life history, reception 
studies, textual analysis, and visual studies. Interview is a common way to collect data in 
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research studies of qualitative approach (Jensen, 2012). Questionnaire survey was once 
considered, but the close-ended style of interview may not allow me to explore deeper content 
and hidden meaning in conversation.  
 
5.1 In-depth Interview  
 
Place experience as offered by a place is an individual subjective emotional feeling as 
mentioned in Section 4.  To gather the related information on place making and events effect 
from TSB stakeholders, I adopt the approach of in-depth interview, a qualitative research 
method, in this study. In-depth interview is an excellent tool as it is open-ended and 
discovery-oriented, thus well suited for exploration for feelings and perspectives of the 
interviewees (Walder, 1988; Babbie, 2001; Neuman, 2007).  
 
5.2 Interviewee Selection     
 
After chosen a research method, I started to identify the target groups for in-depth interview.  
My intention is to know their experience at the place, and their expectation towards place 
development in TSB, as well as suggestions to improve the bazaar. The interviewees were from 
five groups namely, Tenants, Participants, Artists, Management office of TWGHs, and MaD.  
Due to manpower, network referrals and time constraints, I could only aim at interviewing 19 
persons for in-depth interviews. To achieve this goal, I identified a total of 22 potential 
interviewees through networks from MaD and TWGHs with an assumption of about 75% 
successful rate.   
 
5.3 Interview Preparation 
 
Once I identified the potential interviewees, I verbally sought their agreement to participate in 
my research before formally sending them an Informant Consent Form (hereafter, “ICF”) 
(Appendix 1) between February and March 2015.  The ICF is a standard letter to explain to the 
potential interviewees the purpose of my research and inform them of how to give inputs to my 
research. I also sent a set of questions to the potential interviewees to gather their background 
information (Appendix 2). When designing Appendix 2, I used different levels of measurement 
for the variables. I asked the potential interviewees to indicate their gender and marital status 
(nominal measures), education level (ordinal measure) and age and total year in TSB (interval 
measures).  In brief, the background information helped me to make plans for the interview 
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logistics and tailor-make interview questions. I further added some questions regarding event 
collaboration for the interview with MaD and TWGHs. 
 
5.4 Data Collection  
 
A total of 19 interviewees of 22 invitations among those five groups are successfully invited to 
take part in the in-depth interview. The successful rate is 86% which met my target.  
 
I interviewed a total of 19 peoples, of whom 10 were tenants, 2 were residents, 3 were MaD 
representatives, 3 were event artists, and 1 was TWGHs staff. Of these 19 interviewees, 4 were 
male and 15 were female.  Most of them were aged 25 to 46 (18 out of 19) and married (10 out 
of 19). The majority of them hold a Bachelor Degree or secondary school certificate (15 out of 
19).  
 
Interviewees of “tenants” and “participants” were living with family members. Most of them, 
except one was divorcee, were married and had kids. One of them was a single young person. 
They, in addition to two participants, were all residents in Tin Shui Wai. Apart from one staff 
from MaD who was living in Tin Shui Wai, all other interviewees from MaD, artists group and 
TWGHs were non local residents. 7 out of 10 tenants, 1 resident and 1 TWGHs staff had joined 
TSB for 2.5 year since its launch.  Interviewees from other groups had only joined MaD’s 
events and they had less than 1 year experience of TSB.  
 
16 interviews were conducted on a face-to-face basis, involving 14 solely between interviewer 
and interviewee, and 2 were made with additional presence of TWGHs. 3 interviewees only 
accepted the format of phone interview. The interviews followed a semi-structured format and 
used pre-designed questions (Appendix 3). I began the interviews with a warm-up question 
regarding their background in TSB.  In order to get views from the interviewees on my research 
questions, I encouraged them to share freely alike story telling.  
 
Tendency of time length were indicated among interviewee groups. Before conducting the 
interviews, I explained to the interviewees about the estimated length of interview time- an hour. 
Normally, the interview of each tenant and participant finished within 1 to 1.5 hours since they 
were not capable of expressing ideas in richer depth.  Each representative from MaD and 
TWGHs completed interview process within 2 hours. However, it is out of expectation that 
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artists, who work on irregular hours, were very active to respond in the interview when they had 
time. Artists could share far more than my scope of interview content, and the average of time 
spent on each artist was 3 to 4 hours.  
 
Through the interviews, I was able to observe their immediate responses and non-verbal 
behaviors. I asked the interviewees pre-designed and tailor-made questions in an open-ended 
format so that interviewees could expound their views without deviation from my research 
topic. Based on the information and responses given by interviewees, I also had follow-up 
questions flow naturally. I tried to interpret what I heard, seek clarifications from interviewees, 
and record their responses in accurate written notes.  The information helped me to collect more 
empirical evidences on the individual feeling the Bazaar, such as tenants’ business, artists’ 
difficulties in working, MaD’s experience, TWGHs’ role and problems in the Bazaar. I asked 
them whether art and culture was necessary to improve the place branding of TSB. Their 
comments on the place future development were useful for my analysis and for making 
recommendations in Section 6.   
 
5.5 Limitations  
 
During my initial contact, 19 potential interviewees expressed their willingness to share with 
me their experience in TSB and the events. They would like me to keep their information 
confidential. However, 3 interviewees declined to participate in the interview since they 
thought the information required was too personal and sensitive. They worried if someone may 
read my project. Hot, cold or rainy weather and public holiday were also barriers that made me 
unable to reach more tenants since most of them were back to home town in China, and some of 
them were also unwilling to open their stall during particular weather.  
 
Sampling, as stated in Gunter’s writing (2012), is a key aspect in qualitative research studies. I 
needed to draw the sampling that could be representative of the TSB and MaD events 
participants. Hence, I adopt the approach of snowball sampling (Morgan, 2008) to invite 
potential interviewees, by asking referrals from MaD and TWGHs to contribute to my research 
studies. As I needed samples of a numerically small group (Arber, 2001), I used this method to 
obtain samples when there was no adequate list to use as a sampling frame in my research work. 
The advantage of snowball sampling is that it revealed a network of contacts that can be studied. 
However, it may have a problem of source of bias because the samples only came from those 
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within a connected network – especially the network from the TWGHs. As such, I rather asked 
referral from an artist to contact a particular participant.  
 
My interviewees represented only for 19 stakeholders in MaD’s event collaboration with TSB. 
This provided a limited basis for scientific generalization (Gina, 2001). All tenants’ interviews 
were made during their business hours so the process was sometimes interrupted by other 
customers. My interviewees sometimes did not say what they think or mean what they say. 
Some of them had lost partial memories of the events. So, I needed to tease out the meaning and 
implication of their dialogues (Jensen, 2012).  
 
However, in-depth interview did have advantages as I got the best response rate at once from 
them, and I can use the visual prompts (Gunter, 2012). During the process of interview, I can 
probe for more detailed responses from the interviewees. For the group of tenants and resident, 
I spent more effort in time and use lively examples to encourage them to express views, and 
think about the scenario about future place development and expectation. For the group of 
artists who were higher educated, I might sometimes asked two to three questions into one, so 
as to save their time.  
 
Besides, the quality of data collected during the interview depended to a large extent on 
interviewees’ willingness and ability of expression, as well as my interview skills. My own 
perception on the research topic may unintentionally direct the interviewee’s response and may 
be inevitably reflected in my research analysis. The effect may be strengthened by the fact that 
all interviewees were selected from my community partner’s network and TWGHs’ referral in 
which some common values might be established and shared. To overcome this limitation, I 
avoided asking lead questions during the interviews and tried my best to make sure that all the 
information given by the interviewees were solely based on their own experiences and feelings, 
and not being influenced by others, including me.  
 
5.6 Thematic Qualitative Analysis  
 
I used the method of “in-depth interview” to collect data to highlight each interviewee’s 
experience in TSB and the experience of events as well as place branding. My interviewees 
introduced themselves, the purpose and length of stay, and first impression about TSB before 
joining MaD’s events there. They were invited to express feelings about the purpose of joining 
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MaD’s events, their concepts and comments about MaD’s events in the Bazaar. Representatives 
from MaD and the TWGHs management office were further encouraged to express their idea 
about the collaboration project. All interviews were asked about their observations of new 
changes after the events in TSB. Finally, all interviewees were invited to give comments about 
whether the elements of art, culture, public participation, and others could help a place making. 
They were encouraged to share ideas about lessons learnt through MaD’s events in the TSB for 
the future local economy development of this kind of new places in Hong Kong.    
 
The abbreviation and number in the following analysis of case studies stands for the following 
interviewees groups: 
T1-10:  Tenants of TSB  
P1-2:   Participants/residents of MaD’s event  
M1-3:  Representative of MaD 
A1-3:   Artists at the MaD’s events 
O1:   Representative of TWGHs management office 
 
The interviewees’ detailed responses were impressive, some of which were quite extreme. 
Their responses can be summarized into six areas of thematic analysis: 1) Experience in TSB 
before joining MaD’s events; 2) Concept about MaD’s events in TSB; 3) Comment on the 
MaD’s collaborative events in TSB; 4) New observation after MaD’s events; 5) Views and 
suggestion on place branding- by art, culture and others, and 6) Lesson learnt and way forward 
towards of place development in Hong Kong. I combined the interview findings and 
summarized some points for thematic analysis as follows. 
 
5.6.1 Experience in Tin Sau Bazaar before joining MaD’s events 
 
Half of the tenants had duties of taking care of home. 7 of them joined the Bazaar since launch 
in February 2013. The location of TSB attracted them to apply as a stall tenants to enjoy flexible 
work life. Their businesses covered toys, stationery, magic education, services, handmade art 
craft, and catering. They all treasured the opportunity of joining the Bazaar. Interviewee No. T4 
particularly stressed her background as a previous hawker at Dawn Market and gratitude of 
current business at the Bazaar, 
 
“I had to earn money to supplement my family needs at Dawn Market every 
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morning. Every day, I had to suffer from weather changes but I rather worried 
about I might be arrest by the staff from the Food, Environment and Hygiene 
Department - I know I was an illegal hawker!”  
 
Interviewee No. T8 and T10 were similar. One of them was a divorcee and the other one was a 
retired person, but both of them gained support from family members before decided to apply 
for a stall. Interviewee No. T10 said, 
 
“I do not have economic burden but I appreciate this chance to spend my time 
after retirement. I want to see if I am capable to create a small business.”  
 
The only one youngest tenant, Interviewee No. T3, was recently graduated from a local 
university and treated TSB as a platform of attempt to run a new business by offering tutorials 
of magic and card games, 
 
“The Bazaar is nearby my home. The cheap rental fee of a stall fostered me to try 
to put my personal interest into my first business. I would not lose much in case 
of any business failure. The cost is cheap.”  
 
Most of the tenants and event participants felt excited during the first four months since launch, 
i.e. February to May 2013 because customer flow was sufficient during Lunar New Year 
holiday. They described that those months were honeymoon moments as the business income 
was quite normal. However, they suffered much since summer. Interviewee No. T2 and T9, 
both are housewives, said,  
 
“It was hot since June. Heavy rains became water flooding in the Bazaar that 
destroyed our goods. The Government and TWGHs were urged to do 
improvement works. Yet, the works construction rather prevented visitors from 
visiting. The flow of customers drastically dropped since then”.   
 
“No one including me as a stall owner likes the heat! The Government might 
have planned this place too quickly without comprehensive considerations that 
ignored some hidden problems from weather. This place was just a flat ground 
but no rain water drainages were equipped!”  
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Tenants mainly agreed that the cheap monthly rental fee, i.e. HKD1,000, water supply and 
electricity inclusive, was the best element and financial “freedom” in their business operation. 
They needed not fear any possible rise of rent which was usually happened in malls like the 
Links’. Interviewee No. T2, T5, T7 and T8 were happy to know more new people at the Bazaar. 
Interviewee No. T4 praised that the current stall gives her a stable shelter to pursue dream and 
eased previous psychological burden about storms and rain at Dawn Market. Interviewees No. 
P1 and P2 opined that having a new iconic place – TSB did no harm to the community. 
 
However, all of them pointed out some discontents about TSB. Some of them were dissatisfied 
with the strict regulation of minimum duty hours per day as stipulated in tenancy contracts. 
They had to be on duty for at least 20 days per month, and open stalls for any six hours per day 
during summer, and eight hours in winter. Report of duty per every three hours by signing up 
record notes was required by the management office.  
 
At this same concern, however, the youngest tenant expressed discontent in a different 
perspective. Interviewee No. T3 complaint fiercely, 
 
“Are those tenants freelancer? I am competent as a stall owner who follows the 
regulation to open sufficient hours. With my presence, I witness many strange 
situations. Many tenants come back to open stall only for 30 minutes. They 
shouted at the security guards for the sake of reporting duty. I am rather angry 
that they sometimes complaint about ‘knowing nothing updated’ in the Bazaar – 
how can they note anything new during serious absence? The market becomes 
very dull without presence and operation of all stalls!” 
 
Interviewee No. T9 was a committee member of a nearby housing estate’s resident community. 
She also expressed similar anger of No. T3,  
 
“Those tenants always occupied their stalls and never open for business. We 
have a Community Group of Tenants in TSB to exchange views and opinions with 
TWGHs. Those tenants usually complaint about knowing nothing but they are 
also very inactive and lazy to take part in Bazaar’s affairs or attending meetings 
since they are always absent!... Some travel tour guides had brought visitors to 
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this place at the beginning but gradually they did not visit this ‘dead city’ without 
shops’ opening.” 
 
Besides, tenants claimed that the layout design could not help improve the problems from the 
natural factors including cold, heat, rain and storms. All stalls were not air-conditioned.  
Interviewee No.T6 complaint about place publicity. The core promotion activities were usually 
only organized at the central area of the Bazaar that people may not alert about other stalls like 
hers in other alleys. Interviewee No.T1 and T8 supplemented that, 
 
“The Government’s vision is short-sighted! It is just a 5-years pilot scheme. The 
Government just set up this area and let us run the business by ourselves and 
TWGHs. We are all green in business operation. I am also angry with the loose 
management policy here. A number of stall tenants do not act properly with the 
regulations. However, TWGHs does not strongly take actions to handle those 
incompetent tenants who abuse the resources.”  
 
“Some tenants come to open stalls only to collect goods, and then go to have 
illegal hawker activities at the nullah. They come back to keep stuff after lunch 
hour and close the stalls. The stalls in fact do not work normally and gradually, 
the whole Bazaar looks like a dead city.”  
 
Interviewees No. P1 and P2, who had joined MaD’s events, were both housewives living in the 
nearby housing estates. They sometimes came to see what is new in the Bazaar and look for 
affordable goods. One of them opined that she would only buy goods from particular stalls. 
Many stalls were selling stuff at the same market price or even at a higher price in Tin Shui Wai.  
Both of them said that they dislike visiting the Bazaar during summer. They preferred visiting 
TSB after sunset, but tenants closed their stalls as most of the tenants had to return home for 
family care. As such, they did not have habits to visit this place regularly. They returned to 
other shopping malls.  
 
Interviewees of MaD, Artists, and TWGHs visited TSB only for work and event engagement. 
Although one of them was a local resident in Tin Shui Wai, all of them had only heard about the 
name of TSB on news, and had no idea about this new place before joining the events. 
Interviewee No. M1 to M3 visited TSB because of their implementation of experimental 
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scheme of community project in this new place to examine the possibilities of making new 
changes in the society. They explained, 
 
“Our organization (MaD) sees art in life as a life attitude. We test how art react 
to the society. We do different community projects but not mainly by art. We had 
experience in holding events about "public space", but all of them were last for 
only one month. The city, with public culture, is vibrant with life! With subsidies 
from the Government, we would like to see how to share resources with the 
public through studying the importance of every experimental occasions … Since 
we heard that the development of TSB was negative, we would like to check if art 
and cultural creativity may have new possibilities in the business operation of 
the Bazaar. So we started to communicate with TWGHs, Urban Lab and local 
artists to implement an experimental project for three months… To be honest, we 
have no ideas about this Bazaar until we visited it.”   
 
“As per Government’s idealistic intention, it is undoubted that the Bazaar is a 
new place and good platform for minority’s survival. Yet, we have also heard 
and can envisage the ignorance of the Government and the limitation given by 
the place management”.   
 
As per invitation by MaD, Interviewees No. A1 to A3 had site visits at TSB and started some art 
workshops before holding MaD’s events. Interviewee No. A2 claimed that the Bazaar seemed 
like a refugee settlement camp site when they visited it in July 2014. The design of the Bazaar 
was boring, and all stalls were looking regular. Interviewee No. A1 viewed that his first 
impression of TSB was only made since the first site visit in August 2014. There were no 
customers. Stalls were all the same in design and many of them did not open,  
 
“An open Bazaar, to me, should be a busy, crowded place. The reality of TSB 
was a big contrast to what I thought about it before. I had no concept about this 
place and it was difficult for me to obtain more information about it through 
website. I am a resident in the Hong Kong island. I reached the Bazaar by MTR 
but finally at the Tin Shui Wai West Rail station, I needed to seek help on how to 
transfer to the Bazaar by Light Rail”.   
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He regarded this Bazaar as a humane platform with care by TWGHs and social workers. 
Interviewee No. A3 also agreed that this new place had offered an alternative of shopping. All 
artists, i.e. Interviewee No. A1 to A3, criticized the poor architectural design since there were 
no features, locality or specialty of Tin Shui Wai at the TSB. The atmosphere of this place was 
cool, dull and non-humane without energy. All stalls were like white clinics without 
characteristics. 
 
Interviewee No. O1 is engaged with TSB because of his first job after gaining license as a social 
worker. He held different views, 
 
“During my studies at university, I learnt a bit about Dawn Market and the 
current Bazaar. The fact is that, things and people in this Bazaar have to tolerate 
the threats of weather. Yet, the condition of this new place is relatively better 
than I had heard usually- it is at least a legal shelter for people’s economic 
activities and gathering with management and protection. … I admitted that the 
hardware of this place is bad and the factor of weather is inevitable and we are 
taking measure like putting extra sun umbrella to help improve the space. I could 
understand tenants’ discontent. But, such complaints do not make sense since 
everyone must know that an open area or bazaar, alike those in other global 
cities, must have the chances of suffering from weather – this is a factual 
environmental factor. Tenants should know this in a common sense before 
joining the stall contracts here. No one forces them to join this Bazaar under this 
condition.”   
 
Obviously, all interviewees could be generally divided into two types- local and non-locals of 
Tin Shui Wai. Interviewees held various points of view according to their roles. There were 
some considerable contradictions among dialogues. For examples, almost all interviewees 
regarded this Bazaar as a new place of hopes with social care and positive image, but sooner or 
later, some of them also pointed out that this is a “non-humane hell” for everyone. The point of 
freedom between “financial burden” and “regulation” as claimed by tenants was worth of 
attention. They all appreciated the freedom of financial burden since the stall monthly rental fee 
was cheap. However, they also disliked the constraints regarding working hours given by the 
tenancy contract. It was a matter of conflict between freedom and duty in a place.  
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As reflected from the two residents’ conversation, they had curiosity to this new place at the 
beginning. Yet, I could also feel their indifferent attitude to this place since they really see it 
simply as a supplement choice of shopping.  They also commented about tenants’ problems of 
not opening stalls in certain hours. 
 
5.6.2 Concept about MaD’s events in Tin Sau Bazaar 
 
All interviewees were presented during the MaD’s events. Interviewee No. T8 and 9 claimed 
that they were only event observers. However, all of their concepts towards the whole series of 
events were fragmented like jigsaw puzzles.  
 
Surprisingly, Interviewee No. T3 remembered very clearly about the date of night fair, i.e. 27 
September 2014. Interviewee No. T1 particularly remembered the administrative preparation of 
events such as pre-meetings, calling for volunteers and souvenirs, and rain during events. 9 
tenants particularly remembered about the workshops of self-created wooden signs, even 
though two of them felt regretful of unable to join the workshop. Tenants also pointed out some 
other activities. Interviewee No. T7 shared that her son enjoyed very much about making toys 
by using recycled pieces of wood. Interviewee No. T2 and T10 expressed their contribution of 
products in the evening lucky draw game. Interviewee No. T6 introduced the community 
kitchen in the event. Interviewee No. T1 also introduced the workshop of planting eatable 
vegetables.  
 
Interviewees No. P1 and P2 brought their kids to join the events including Karaoke singing 
party.  Interviewees M1 to M3 and O1 could definitely introduced to me the whole programmes 
as stated in Session 2.2. Interviewees A1 to A3, on the contrary, mainly concentrated on the 
workshops facilitated by them. They were at scene but they could hardly mention only a little 
bit about the names of the overall collaborative projects as organized by MaD.  
 
Yet, all interviewees share some common points. They joined the events because they would 
like to echo to the passionate participation of MaD. Artists were more in active roles since they 
had cooperated with MaD before and they agreed with the organization’s belief as a change 
maker in the society.  
 
Through the participation of MaD’s events in TSB, tenants generally claimed themselves as the 
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roles of “stall owners, participants and contributors”. The two participants were the residents 
who joined the events. Representatives of MaD and TWGHs regarded their roles as “event 
workers and controllers”, while all artists thought themselves as “education and experience 
sharing facilitators”. Interviewees No. A1 and A3 further supplemented that they were 
“creative thinkers and learners from the public”. Interviewees No. A1 claimed that the only 
extra contribution was that he brought some homemade snacks of Fujian province to share with 
people at the events.  
 
5.6.3 Comment on the MaD’s collaborative events in Tin Sau Bazaar 
 
All interviewees expressed their deep appreciation of the overwhelming response of MaD’s 
events.  Apart from MaD representatives, 13 out of 16 interviewees regarded the events as a 
successful case reference.  
 
Almost all interviewees see the workshop for doing wooden signs as the most attractive 
highlight in the collaborative projects since the signs were handmade and created by themselves 
which exhibit the uniqueness of their shops. Interviewee No. T1, T2, T4, T5, T6, and T10 were 
very proud of having their self handmade wooden signs exhibited at “Art as Social Interaction - 
Hong Kong / Taiwan Exchange" exhibition in Taiwan. They regarded it as a sense of 
recognition of self identity and the place in Tin Shui Wai, 
 
“I could not image how my little art piece could be represented as Tin Shui Wai 
to fly over the ocean to introduce a facet of Hong Kong” (Interviewee No. T4). 
 
“The workshop has magic! We were just owners of stalls and we did not think to 
know each other. However, the individual potentials were explored through the 
workshops. Some of us are keen on colouring or making use of shop’s material to 
beautify the wooden signs. We gather together and started little sharing and 
interaction about art! Some of us become friends” (Interviewee No. 6) 
 
“I did it! My creative piece of art craft was not only shared at the HKBU’s 
exhibition, but also in Taiwan!” (Interviewee No. 10) 
 
“Unfortunately, I was too late to know the enrolment of this workshop. I missed 
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the chance to join it. Their stalls’ wooden signs are so admirable with 
characteristics!” (Interviewee No. 3) 
 
Interviewee No. T2 pointed out something additional of the events to personal needs, 
 
“MaD’s events seemed to be offering fun to local residents and the public. Yet, 
there are some more additional meanings. It was a good chance to make more 
citizens in Hong Kong knows about TSB. The art and cultural workshops are 
kinds of knowledge sharing and beneficial to stall owners. For examples, the 
assistance of wooden and iron techniques offered by artists repaired my broken 
trolley which I was about to give up. Additional ramp created convenience of 
loading goods at my shop. … Yes, it is ironic to say that we are quite free because 
of lack of business transaction. But it offered us some quite moments to devote 
into the workshops together, and realized the hidden personal capacity and 
communication through art”.   
 
The representatives from MaD also expressed that due to limited of resources, each workshop, 
including the one of doing wooden signs, could not cater the overwhelming requests from 
participants coming from tenants and residents. They were happy to know this outcome of 
public satisfaction. MaD alerted that the lack of resources and problems of communication in 
that experimental project were actually good lessons for them. It was also a rare chance to work 
with a big organization like TWGHs.  
 
Interviewee No. A1 was the one who facilitate workshops of creating wooden signs. In my 
interview experience, he was the most welcoming person in tenants’ mind. He expressed that, 
  
“When I was invited to help in the events, MaD did not give me a theme to advise 
me what I should do. I have the freedom of ideas. During my first site visit at the 
Bazaar, I noticed that the venue was just like a hospital- a place listed by white 
squares of shops with unified, computer-printed shop names. That was really 
boring. Suddenly, I remembered a disappearing phenomenon- Hong Kong 
people in the old days without technological advancement created their own 
shop’s signs advertising the function of the shops (生招牌). We can refer this 
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history in the local movie “Echoes of the Rainbow”《歲月神偷》. My studio 
trainees and I started to collect unused pieces of wood and began workshops at 
the Bazaar to enlighten participants about creation. Yes, I just empower them 
capacity to invent something belonging to them only.  I told myself that I was not 
a trainer. I was a guider only. … On a rainy summer night, I could sense 
something worth to note. Those tenants were strangers and they did not know 
each other. Because of the heavy rain, everyone had to squeeze into that hot and 
small vacant stall to make the creation of stall sign. They gradually broke 
through the silence and become to chat together. Some of them began sharing 
about tips of creations as if they were attending tutorials. Small but new relation 
among was then grown among them since that night. I was totally an observer. … 
I do not give comment on the success of MaD’s event. The only point I would say 
is, the outcome is far better and richer what we all expected before. People make 
miracle things”.   
 
Apart from helping in mud art and toys creation workshops, Interviewee No. A3 said that he 
could feel the dynamic atmosphere during the events. People were happily enjoying MaD’s 
events. Some of the participants brought their friends from outside districts to join the events. 
Interviewee No. A2 assisted in the workshops of making wooden furniture.  She believed that 
MaD’s events indirectly explored some good characteristics of an individual. She remembered 
that there was a strange old tenant. That noisy and stubborn old man, as described, usually loved 
to doubt everything and criticized people’s motives of doing something. He loved to observe 
and complain many things around. However, one day, she found that he actually could be “very 
silent, attentive and patient when he was spending time on studying how to use those iron tools 
for making a wooden chair”.  He still did not like to interact normally with people, but he 
started not to shout to people frequently.  
 
Further, Interviewee No. P1 and P2 found it funny to have an outdoor screen for local Karaoke 
party. They, as well as Interviewee No. A3 and O1, appreciated that the self-edited KTV 
performed by local residents which featured the reality of Tin Shui Wai was amazing and 
innovative. Interviewee No. O1 appreciated the hidden education meaning of the series of 
events organized by MaD. The local tour sessions offered chances for people to know more 
about Tin Shui Wai. The food sharing workshop and planting workshop were very useful to 
teach participants about making organic food and healthy drinks.  
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In sum, tenants, TWGHs and artists thanked to the hard work and passions of MaD. Some 
tenants also noticed the effort and coordination of TWGHs in the collaborative events. The 
place became more vibrant and cheerful. Interviewee No. O1 said that the events simulate his 
office about new place making strategy. The office wished to change the role of participation, 
and implement monthly events to foster new flow of customer, as well as to make the Bazaar a 
place for everyone. Interviewee No. A1 thought that MaD was also growing up in this event 
collaboration. He noted MaD’s effort to coordinate the administrative work and communication 
with tenants and TWGHs, ability of problem solving and negotiation for artists’ right. 
Interviewee No. A3 agreed that MaD’s events left a good model reference for future 
development of a place.  But, Interviewee No. A2 saw this collaboration as something “better 
than nothing” since there is still lack of some education elements.  
 
For the level of event collaboration, MaD and TWGHs hold different style of handling events.  
 
MaD admitted that it was a good learning process to work with TWGHs. They thanked to 
TWGHs’ assistance on many matters including collection of enrollment for planting workshop. 
Interviewee No. M1 appreciated TWGHs’ clear and systematic policy of management. But for 
the workshops of larger scale, it was inevitable to have some intervention by TWGHs. TWGHs 
cared about public image and they were sensitive to details like whether the KTVs would 
broadcast some negative points of TSB and Tin Shui Wai. The administrative process took time 
since every step required approval by all tiers of the internal office. Interviewee No. M3 saw it 
as waste of resources.  
 
The interviewee from the TWGHs office opined that MaD’s operation was pro-artistic with 
positive mindset and openness. However, according to this artistic feature, MaD seemed to 
work without concrete framework and management. The organization skills were relatively 
loose and keep changing at every last minute that increased possible risk. MaD staffs were 
really passionate but they still need more skills on how to handle or settle sudden issues, for 
examples, being unreasonably blamed by some tenants during events. Interviewee No. O1 
admitted that it was sometimes hard to work with MaD together.  
 
Overall, it was about different values and working style. More efforts were needed to come up 
with a plan.  
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At the same time, the MaD events had constituted some “ups and downs” to people TSB. 7 
tenants expressed that they enjoyed the best moment during the first four months since the place 
launch in February 2013. In the following months, they suffered deeply from the weather and 
layout design of the place. They gradually found new hopes since the involvement of MaD 
events and appreciated another happy moment during autumn and winter in 2014. But, 
everything returned to silence again in 2015. The hidden feeling of disappointment were shown 
on the tenants’ faces when they said they miss the event and staff of MaD, though they were 
still able to said that after MaD’s events, TWGHs did more actively to organize new events in 
the Bazaar almost per month. Everyone asked about whether MaD would return to TSB again 
to organize new events that foster the flow of customers.  
 
5.6.4 New observation after MaD’s events 
 
Interviewees No. T3, T7, P1, P2, A2 and O1 opined that there were no new changes at the 
Bazaar after holding MaD’s events. Everything resumed to normal. Interviewees No. T7 said 
the perhaps people can treat the new creative wooden signs as changes which helped beautify 
the stalls. Interviewees No. O1 found new changes only on himself only because he began to 
have extra ideas on how to make the Bazaar a better place in future.  
 
Interviewees No. T1 opined that comparing with the Government, youngsters were more active 
in concerning them and the society. Interviewees No. T2, T4, T5, T6, T9 and T10 expressed 
that before joining MaD events, there were usually argument among tenants and management 
office. There was a slight improvement of human relationship among tenants in the Bazaar after 
the events. Tenants were not only market competitors, but they rather could become friends. 
Interviewees No. M1 to M3 said that they did not return to the Bazaar after events. They had 
just heard a slight improvement of business and human relation in the Bazaar. They knew that 
one of the artists was further invited by TWGHs to implement new artistic workshop at the 
place. They only knew there were still some conflicts about planting at the public space in the 
Bazaar. Interviewees No. A1 and A3 were glad to know that the place was known to more 
people in the public.  Human relation was improved among tenants, 
 
“Tenants turn from the role of strangers as neighbours or friends. The 
perspective of mutual respect and talent appreciation was developed. People 
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change from hesitation to attempt of trying something new. ”.   
 
5.6.5 Views and suggestion on place branding- by art, culture and others 
 
Among 19 interviewees, 14 opined that art and cultural elements had the power of refreshing 
and beautifying a place with significant locality features. Interviewee No. T2, T3, T4, T6, T8, 
P2, M1 to M3, A1 to A2 and O1 expressed similar views, 
 
“A place with uniqueness is always nice with competitive capacity with other 
places. … Art helps nurture people’s mind of appreciation of a place, and 
increase a place’s attractiveness which differentiate itself from other similar 
places. ”.   
 
“Injection of art and local culture into a place is better than just running a place 
by the Government’s top-down management”.   
 
Interviewee No. T1 agreed that art was a crucial element in place making but she pointed out 
that art was also something contradicted with limited resources. To her, “art is everything about 
money!” So, it was hard for the Government to spend a huge amount of tax to beautify and 
maintain a place by art elements. 
 
On the other hand, Interviewee No. T5, T9, T10, P1 and A3 questioned on the power of art in 
place making. Interviewee No. T5 thought art might have partially worked on improving place 
image, yet, solution on basic problem of the space design would be rather important. 
Interviewee No. T9 opined that art did not work on place making for TSB because people 
around generally did not have mood or ability to appreciate a place. Cultural events may help a 
bit on getting people together for a temporary period. Interviewee No. T10 said, 
 
“Comparing with art and cultural events, it is more important to gain 
Government’s support on place publicity and improvement of direction at core 
transportation terminals. Seemingly, the Government only aimed to settle the 
problems of Dawn Market, and leave this place for us to operate.”   
 
Interviewee No. A3 opined that instead hoping art or cultural elements to change a place image, 
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discussion should rather be made clearly on a place’s positioning, how to help improve a place, 
and whether the public or the Government should continuously help a place development.  
 
However, all interviewees agreed that, public participation was significant to place making. No 
matter it was a market, an open area or a mall, they all thought that branding a place needed the 
combination of space and people participation. Only crowds of people with interaction could 
make a place possible, energetic, dynamic, and vibrant. Interviewee No. O1 regarded that a 
place was a small community making by people, “people were the core part as a soul to make a 
place!”  Interviewee No. T3 believed that, 
 
“People of diversity could create power in place branding. Participation and 
support from different sectors like the general public, schools, private firms, 
NGO and the Government would definitely help making a new place for people. 
As a core part of this Bazaar, tenants should also act the best as they can 
anytime!”  
 
Interviewee No. M1 and M2 stressed that, 
 
“Natural participation by people is important in a place development. TSB is not 
just a place of shopping. It also offers spaces for people to hang out. ”   
 
Regarding other elements that may help improve the image of TSB, only Interviewees No. P1 
and P3 did not have suggestion on other possible elements on place making. Other interviewees 
gave various recommendations, some of which were quite creative but impractical. 
 
Interviewee No. T1 suggested putting something eye-catching, for example, a lot of hydrogen 
balloons or a hot air balloon, at the middle of the Bazaar to attract visitors’ attention.  
Interviewee No. T2 opined that adding more kiosk of snack or home-made dishes could help 
increase a place attractiveness and uniqueness since especially in a Chinese society, people 
usually gather for dining (“民以食為天”).  Interviewee No. T5 wished that TWGHs could learn 
from the private on how to management a place and promote TSB as a better shopping area. 
Interviewee No. T7 suggested making uses of online promotion of TSB to the public.  
 
Interviewees No. T4, T6 T9 and T10, on the contrary, believed in self-power. After all, every 
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business was personal business. They opined that tenants should first undertake the 
responsibility and duties as stipulated in the tenancy contract to run the business and seek new 
changes to improve the operation instead of simply relying on support from TWGHs, and 
grumbling for more concerns from outsiders. Interviewee No. T3 held similar views of these 
four tenants, and said that a number of tenants need to be educated how to perform as a 
competent stall owner. Those tenants who were usually absent from opening the stalls were far 
worse than traditional local wet market where opens regularly every day.  
 
Interviewees No. M1 to M3 opined the architectural design could help on a place making. 
Interviewees No. M2, M3, and A2 thought that the “freedom” without Government’s 
intervention could offer a place some spaces of development.  
 
Interviewees No. A1 felt hopeless on further place branding in TSB because the core problem 
was, local people actually did not have the sense of belonging to Tin Shui Wai,  
 
“Local residents in Tin Shui Wai did not care or support the district developments 
even for this Bazaar! I could not feel that they would see here as home. How could 
non-local people or outsider like me do to help? To be honest, perhaps it is logic if 
MaD try to make changes in Cheung Sha Wan, Kowloon where its office located. It is 
also a ridiculous point for MaD or me as outsiders to ‘intervene’ a place 
development in Tin Shui Wai. It is sad that local residents in Tin Shui Wai even did 
not concern about their home town.” 
 
Interviewees No. A3 also expressed his view that a place branding was not about art, culture, 
publicity or else,  
 
“All is related to natural selection theory - a place naturally must have its 
attractiveness to survive if it was attractive per se. It is not about a mathematic 
calculation. Every place is unique. Nothing could be copied or injected into a 
particular place for improvement. … To think it in a deeper way- is it also a misuse or 
mis-allocation of resources if the whole society of Hong Kong goes to support this 
Bazaar? Is it really fair the other local communities? Though the Bazaar mainly 
serves the minority or needy people, does it really mean that all of us must offer help 
to this place where they run their personal business with sufficient subsidies? What is 
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a balance of social resources?”  
 
5.6.6 Lesson learnt and way forward towards of place development in Hong Kong 
 
Tenants and TWGHs mainly thought that through MaD events implementation, they could see 
some influence of art and cultural factors on a place development. All Interviewees from MaD 
and Interviewee No. A2 preferred free management, public participation and 
non-Governmental intervention in a place making strategy.  However, Interviewee No. M1 said 
it was extremely hard to offer a place freedom of development since in Hong Kong, people 
were usually picky to everything that prevents healthy and natural development.  
 
Interviewee No. A1 opined that a place development absolutely rely on the support from the 
local district residents. He further added that, 
  
“A place should not and does not need to ask for everyone’s appreciation in the world. 
Taking TSB as an example, it is unrealistic to request it to be run by tenants freely 
without management policy while it is really a legal place governed and protected by 
a particular organization in the society. Otherwise, it must be a kind of disorder in 
the society. A place must have its respective market values. So do other new places in 
future.”  
 
Interviewee No. A3 thought that there was nothing learnt from MaD’s collaborative projects. 
He could only treated MaD’s event as an experience at a place. A place branding’s success 
depends on the features and people of the place.  
 
Finally, Interviewee No. O1 thought that the organizations could consider more on how to 
make good use of land resources and invite different social parties to help brand similar places 
in Hong Kong in the future.  
 
 
6. CONCLUSION 
 
Place branding is a strategy for developing a place’s cultural identity through creation of name, 
symbol, slogan or others. The model of place making is made by Government intervention and 
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marketing activities. Government intervention is necessary for a place where is legislated. 
Marketing activities such as hanging up banners, distributing promotional leaflet, planning of 
floor plan, and holding community events have to be implemented in a place to make it known 
to the society.  
 
In this regard, I could only know this place by the name, TSB. There was no symbol or slogan 
which represented the features of TSB and Tin Shui Wai. MaD’s community events was 
regarded as one of the marketing actions in the Bazaar. As heard from tenants and TWGHs, 
some social organizations and volunteers did come to organize events with TWGHs in the 
Bazaar before having MaD’s events. But, after all, TSB did not work very well to attract people 
though gradually, more people were getting to know this place. 
 
Can those marketing activities help to change a place image? It is always difficult to change an 
overall perception of a place. For the district Tin Shui Wai itself, it is a remote place on the 
geographic status. The location partially affects a customer’s decision of visiting a place. 
People may like to visit Yuen Long since it is famous for local desserts, cheap but delicious 
Japanese dishes and beautiful country park and barbecue site. On the contrary, it is hard to think 
about what could be done for offering “3Fs” - fantasies, feeling and fun, in Tin Shui Wai. As 
such, the condition could not simulate interest for people only to visit TSB or even also Wetland 
Park in Tin Shui Wai. It is necessary to identify what are the uniqueness of TSB and Tin Shui 
Wai, so as to give the place a thematic identity to project a place image. As observed, some 
stalls were selling things which were cheaper than market price. Cheap price of products was 
not a strong point to increase the Bazaar’s fantasies. The layout design of the Bazaar was 
standard and boring. It is never related to visual fun or fantasies. Local residents did not have 
feeling or sense of belonging to this place and the whole district. So, residents did not especially 
come to visit this Bazaar. The Bazaar was trying to offer fun to the public during events 
implementation but those were effective for temporary moment. Taking account into cost 
effectiveness, event implementation for offering fun of a place may become a financial problem 
of a place. Three tenants had noted the effort of TWGHs in trying to promote the Bazaar, but 
they were dissatisfied that TWGHs usually spend a huge amount of money to invite contractors 
to implement some games which were no different from those in Ocean Park. They were 
discontent that, TWGHs did spend time of preparation and financial resources but all was only 
used on a single day or weekend that could not cater the need and interest of visitors. Hence, an 
effective way of marketing strategy of a place was a considerable point in place making.  
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There were also no features or specialties that help differentiate the Bazaar to other places in 
Hong Kong. Interviewees had no concept about features in TSB and Tin Shui Wai. One tenant 
shared with me that, she had once visited a small dry seafood street in Lamma Island. Those 
stalls only sell seafood products. They only open for three hours after lunch hour every day 
since tourists groups love to walk around and buy souvenir after lunch. Yet, she knew that this 
Bazaar served for local commodity shopping. There was also nothing special to constitute a 
tourism industry in this Bazaar.  The Bazaar was not positioned as a cultural hub so it could not 
attract talents or diversity of people to join the place operation.   
 
Fragmented stakeholders’ relation is another universal problem in a place. In this Bazaar, the 
Government, Legislative and District Councilors, TWGHs, tenants, residents are the 
stakeholders. There must be various aspects of views and interest and it is always difficult to 
come up with a consensus. The Government’s role was to build up this Bazaar to replace the 
illegal Dawn Market to solve hawkers’ problems. TWGHs, as authorized by the Government, 
needs to follow the policy aim to work for the benefit for this place development and offered 
suitable platform for the tenants to run their own businesses. Legislative and District 
Councilors are the bridging roles between residents and the Government to express opinions for 
improvement of local social welfare and development. They supported the Government to open 
this new place for people in Tin Shui Wai. Tenants are the core part of this Bazaar. The major 
purpose of them is to run a business to earn for living. The residents are the strongest power in 
the district. Their support is necessary for a place development in the district. Through the 
research studies about MaD’s event in TSB, I could not see any strong connection or linkage 
among those stakeholders in Tin Shui Wai. Lack of local district support is the biggest issue that 
negatively influences a place growth. Lack of support, recognition, respect and loyalty from 
tenants and local residents does a harmful problem in place making. It is not something that any 
outsiders can help to affect a place branding. Public private partnership may only help offer 
some reference to a place on how to position a place and develop a new image. It is also 
unhealthy if outsiders try to put some non-local into a place.  
 
As an observer and researcher, I noticed that the starting point of setting up TSB by the 
Government was to address the problems of the previous illegal Dawn Market. To solve 
problems of an illegal place, the Government endorsed a land and created another new place to 
tackle with problems. The Bazaar carried additional aim to help the needy people to have 
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self-support in finance.  
 
This is why a new place, TSB, was developed.  
 
After conducting research interview and site visits, I had to say that the responses and reaction 
to address problems after the Bazaar’s launch were insufficient. Through my personal 
experience, I was totally new to the community in Tin Shui Wai. I only know TSB via social 
media about how far it was. When I got off from Light Rail in Tin Sau Station, I had no idea on 
how to access to TSB while the Google map advised that it only need 3-minutes walk. There 
was no sign or guidance for people to reach TSB. I could only see a huge signage about 
direction of Wetland Park. I finally needed to ask a resident for direction. It was ridiculous for a 
place guidance which has already opened for more than two years since February 2013.  
 
The place was really cold or hot during respective seasons since it had no cover. Most of the 
tenants were away for going back to their home town during Lunar New Year and Easter 
holiday. Many tenants seldom open. With the arrangement from TWGHs, I had to suffer from 
the time waiting for the management office’s internal approval via tiers for referring tenants for 
my research studies. Finally, I almost had all interviews completed with tenants after April 
2015. As advised by TWGHs, some tenants did not work during weekends. Because of the heat, 
they may only open stalls for four hours after 3:00 pm in summer. I also encountered failures of 
conducting interviews on two Mondays’ afternoon, and found that they tended not to open stalls 
on Monday because of personal busy family life during weekends. The limited opening of stalls 
frustrated me as a common visitor. It was not only the problem of layout design which bring 
weather problems to tenants and people, but also the slow actions of TWGHs bureaucratic 
management, and the improper attitude of a number of tenants. The management policy seemed 
had no power on tenants. I had once asked people on whether some closed stalls were vacant for 
new tenants. However, actually, they were rented and occupied by other tenants. I felt uneasy to 
walk into such as place with less than a half stalls opened.  
 
During conducting interviews with the target groups, some key impressions about Tin Sau 
Bazaar came to my mind. Everyone whom I met in the interviews had the tenancy of 
complaining on matters. Complaints seemed like a kind of popular cultures in Hong Kong. 
While MaD said that all people were picky to TSB’s development, MaD was also complaining 
about the difficulties of cooperation with TWGHs in the Bazaar.  
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The reason for MaD to implement collaborative events in TSB was clear. The events were of 
the nature of experiment. MaD’s intention was good for an attempt to bring art into community. 
Their events left a reference of way forward to the place development. However, were the 
events sufficient for helping in place making? After all, it was just an experiment for a 
temporary period. MaD’s events had at least enlightened various parties of interviewees to 
think about what was a place and what may be considered to put into a place for branding. I 
agreed that limited resources could not allow MaD a continuous capacity of doing new events 
in TSB again, and so MaD said they did not return to the Bazaar again.  
 
Yet, MaD’s events left some false hopes to tenants. It was good to know that tenants missed 
MaD’s staff and artists very much after the events. They appreciated events’ organizers’ effort. 
However, it was strange to see that they had a strong reliance on outsiders’ support. TSB was a 
place primarily offered for tenants to run their businesses. Tenants did not really think too much 
about what they, as users of TSB, should do together and individually. Instead, all of them must 
ask me when will MaD, other organizations and young people would come back to help the 
Bazaar. Some of them said it was totally a social problem. Interviewee No. T10 urged me to 
convey their needs for extra support to Government departments. Unknowing whether it was 
appropriate, during the conversation, I reminded that they were also Hong Kong citizens who 
have the right to contact respective bodies including District Councilors, social workers 
stationed at TWGHs management office for assistance and reflecting opinions. Tenants seemed 
to be very passive in their roles. 6 of 10 tenants usually emphasized that they were the minority 
in the society so they should gain support from the Government and the community.  
 
At that moment, the concept of “place” for TSB suddenly became vague to me. I was 
wondering whether I was visiting victims after disaster in a social centre. I was questioning on 
whether TSB was one of the shopping areas or just a settlement place of care or training centre 
for needy people in Hong Kong.   
 
It is the problem of unclear positioning of the place, TSB. 
 
As remembered, Interviewee No. A2 expressed views about MaD’s lack of sufficient education 
in the event implementation. Some workshops had the intention of education and creation of 
personal power, but this interviewee disagreed with the level of education conveyed in the 
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events. Tenants were not educated to be more independent. They were still thinking about rely 
on external powers. It maybe a common stereotype in the mindset of people in Tin Shui Wai. 
While they were holding ideas about asking for external resources, it became an extreme 
contrast with the opinions given by those three artists – natural selection theory and freedom 
without intervention (and support) would be the best recipe to brand a place! 
 
Regarding what MaD and stakeholders had learnt from the events, MaD expressed that they had 
made a record of this experimental project for future reference. They had mentioned that getting 
more public participation with the elements of art and cultures should be good for doing similar 
programmes at a new place in future. An artist doubted that it was ironic for MaD and outsiders 
to try to inject something new into a place. A place needed people. The core people needed for 
a place making were locals, but sadly speaking, I could felt that tenants and residents did not 
have the sentiments of belonging to Tin Shui Wai. Residents were quite indifferent to this 
Bazaar. Perhaps it was because they rather concerned about earning for living every day. Some 
outsiders were more passionate on concerning the development of this place. A place was in 
fact fragmented without support from the local community. It was further difficult to talk about 
place branding in the Bazaar.  
 
Sometimes, expectations from outsiders and tenants contradicted to the capacity of reality. The 
word “freedom” was debatable in the development of TSB. Some tenants wanted freedom in all 
aspect while some artists and MaD representatives also suggested the same point. In fact, it was 
impossible for tenants to operate the Bazaar under the model of “management-free”, otherwise, 
the place would become another illegal market in Hong Kong that raised new problems of 
inequality. It was always a difficult agenda to measure what was an appropriate scale of 
freedom of participation in a place making.   
 
The place positioning of TSB is questionable in reality and have conflicts to some people’s 
expectation.  MaD events may help improve the recognition and image of TSB but the 
influence is only temporary. Concern from external communities have some impact on the 
Bazaar’s development, but on the contrary, the local district support is core and crucial. An 
appropriate mode of management which is suitable for applying on TSB is still debatable.  
 
For the place branding of TSB, TWGHs and the Government can create a platform to listen to 
people’s views in a responsive manner. They may randomly conduct an interview to address 
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residents’ views and needs about how to make TSB as “a place for everyone” with the function 
of self-help economic activities. At the same time, tenants in TSB and local residents should 
also prepare themselves with better sense of belonging of this iconic place in Tin Shui Wai so as 
to make the place more attractive and special. They may explore about the uniqueness and 
features of Tin Shui Wai and strengthen locality of the place through arts, culture and publicity. 
They should also communicate with the management office and the Government actively to 
make their voice heard.  
 
The motivations of place branding are ideological and interest driven to the uniqueness of a 
place. There was no standardized recipe for place making in the world. Locality of a place 
bearing place identity and image is very significant as it cannot be replicated in other places. 
Everyone, especially the local in a city should explore cultural resources of a particular new 
developed place for branding. Local culture of a place should be considered as ingredients. It 
depends very much on the local people to identify what elements and features could be input 
into a place’s making. Participation of the local community is crucial in the place making 
process. Government social responsibility should also be considered since image management 
of a place is necessary, “these are no longer domestic consumers of products and services, but 
global consumers of places, and their word is law; they are the true superpower” (Anholt, 2010 
(b)). For the new places branding in Hong Kong in future, it is a long continuous process of 
work and cooperation by the Government and the society. Seeking new elements and inputting 
local cultural features are necessary to help develop the place’s uniqueness and image, and 
brand a place as an ultimate goal. Certain room of freedom could be given for natural 
development of a place. A balance of management with “freedom” and “intervention” at a place 
should be carefully handled and subjected to the actual condition of a local place. In all, it 
depends on people’s participation and local culture to constitute a real place, for everyone. 
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Appendix 1 – Informant Consent Form 
 
 
 
Topic for Capstone Project 
 –  
Local organization's involvement in the business operation and its influence in  
Tin Sau Bazaar - a cultural and sociological perspective 
 
 
 
 
Dear                     , 
 
Informant Consent Form 
 
Being a student of Master of Social Science in Media, Culture, and Creative Cities 
programme at the University of Hong Kong, I am now conducting a research project under the 
supervision of Dr. Au-Yeung Shing (e-mail address: aysct@hku.hk) concerning the issue of 
place branding in Tin Sau Bazaar as well as its way forward in development and collaboration 
with local community group - MaD. The aims for my research project are: 
 
1) to focus on the problems or public response about Tin Sau Bazaar since its commencemen; 
2) to explore the content and views of MaD’s collaborative projects in Tin Sau Bazaar; and 
3) to study the way forward of place development. 
 
With regards to your experience serving / served as a tenant/artist/other role in the Tin Sau 
Bazaar, I am grateful for your participation in my research project. This procedure of 
participation has no known risks and there are no direct benefits to you. The participation in a 
face-to-face interview setting consists of two parts: 
 
Part 1 - In the first part, you are expected to introduce the general background of yourself, 
and your history of working in Tin Sau Bazaar. The information you provide will be 
used for formulation of interview questions in Part 2;  
 
Part 2 - The second part is an in-depth interview.  Questions about the research topic will be 
asked. The interview content will include but not limited to Regulations at Work, 
Space at Tin Sau Bazaar, Communication, Collaboration with MaD projects, and 
Case Sharing, etc. In addition, you are free to express your views regarding the 
research topic. Normally, the interview will last for about one hour and will be 
conducted in about one week upon receipt of your verbal or written consent.  We will 
discuss with you of the date, time and venue at your convenience for the interview to 
be completed by 30 April 2015.  
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All records, in both written and oral format, will be used for academic purposes only and 
treated as strictly confidential and anonymous.  You can terminate the participation at any time 
without reason and penalty. 
 
Your kind assistance would be much appreciated.  Thank you. 
 
 
 
 
Yours sincerely, 
Regine LUK  
January 2015 
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Name of participant: _________________ 
 
Signature: _________________________ 
 
Date: _____________________________ 
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Appendix 2 – Background Information 
 
Background Information 
 
A) Gender: 
□ Male  □ Female 
 
B) Age: 
□  16-25  □ 26-35  □ 36-45  □ 46-55  □ 56 or above 
 
C) Marital Status: 
□ Single   □ Married  □ Divorced  □Widowed 
 
D) Education Level: 
□ Primary      □ Secondary   
□ Diploma / Higher Diploma / Associate Degree   
□ Bachelor Degree   □ Master Degree or above  
□ Others, please specify: _____________________ 
 
E) Residential area:  
□ New Territories   □ Kowloon   □ Hong Kong  
 
F) Total Year(s) of participation in Tin Sau Bazaar:  
□ <1    □ 1 to 2    □ 2 or above  
 
 
 
- The End.  Thank You! - 
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Appendix 3 – Questions 
 
Type of interviewees:  
T: Tenants of Tin Sau Bazaar  
P: Participants of MaD events in Tin Sau Bazaar 
M: MaD representatives 
A: Artists of MaD events in Tin Sau Bazaar 
O: Management office staff in Tin Sau Bazaar - Tung Wah Group of Hospitals 
 
Before MaD events: 
I. Background and experience 
1. [all] Could you please briefly introduce yourself? 
2. [all] When was your first time to work in/ visit Tin Sau Bazaar? 
3. [all] What was your role to this Bazaar? 
4. [all] What was your purpose to come to this Bazaar? 
5. [all] What was your first impression to Tin Sau Bazaar? 
6. [all] Anything good or bad you feel about Tin Sau Bazaar? 
 
After MaD events in 2014: 
II. Comments towards MaD events  
7. [T, P, A, O] Did you join MaD events in Tin Sau Bazaar? 
8. [T, P, A, O] Why did you join them? 
9. [T, P, A, O] What was your role in MaD events? 
10. [T, P, A, O] What did you know about the overall MaD events in Tin Sau Bazaar? 
11. [T, P, A, O] What did you take part in MaD events? 
12. [T, P, A, O] Any comment about MaD’s collaboration in Tin Sau Bazaar? 
13. [T, P, A, O] Do you think MaD’s collaboration successful in Tin Sau Bazaar? 
14. [M] Why did MaD implement those events in Tin Sau Bazaar? 
15. [M] What was your expectation towards those events in Tin Sau Bazaar? 
16. [M] How was the outcome of those events in Tin Sau Bazaar eventually? 
17. [M] How do you think about the collaboration with Tung Wah Group hospital? 
18. [M] Any other comment? 
19. [O] How do you think about the collaboration with MaD? 
20.  [all] Do you find any NEW changes after events? What are they? 
 
III. Suggestion on market making strategy in Tin Sau Bazaar 
21. [all] Do you think art work and/ local culture could help developing a place? Why? 
22. [all] Do you think public participation (e.g. the public, the NGO) could help developing a 
place? Why? 
23. [all] Any other elements could help in place branding? 
24. [all] Any other elements could help in the local market development sustainability? 
25. [all] Any lesson you learnt through MaD events for future local economy for this kind of 
market in HK? 
26. [all] Any other comment? 
 
IV. Expectations 
27. [all] What are your expectations towards community development in Tin Sau Bazaar? 
28. [all] Any suggestions that may help place branding in Tin Sau Bazaar? 
 
- The End.  Thank You! - 
